Convention Triumviri 


Congress Chairman HARRY C. THOMPSON; 
IAA President ELMO C. WILSON; 
Program Chairman E. STEVENS DECLERQUE 
























































As a leading U.S. publishing firm, 
Miller Freeman serves many key 
industries with highly-specialized 
journals that provide selective 
readership and selective advertis- 
ing coverage. Markets outside the 
U.S. are served by long-estab- 
lished publications in the world- 
wide mining and pulp and paper 
industries; plus external coverage 
of construction, commercial fish- 
eries and forest products through 
CONSTRUCTION WORLD, 
PACIFIC FISHERMAN IN- 
TERNATIONAL, THE LUM- 
BERMAN, THE TIMBERMAN, 
and a new publication, WORLD 
WOOD, which will have a con- 
trolled circulation of over 8,000 
in 85 countries. 

The combination of these ac- 
tivities provides international 
advertisers with a single source 
for selective advertising coverage 
and for authoritative market data 
on a variety of international 
industries and markets. Contact 
your nearest Miller Freeman office 
for any information you require. 
We’re glad to be of service. 
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MINING 


WORLD MINING: Covering 
the world-wide metal mining in- 
dustry. Circulation (BPA) 12,500 
(No U.S. circulation). Compan- 
ion publication to Mining World 
(North America) 


PULP & PAPER 

INTERNATIONAL: 
Covering the world-wide 
pulp paper and paper- 
board industry. Con- 
trolled circulation over 
4,000 (No U.S. circula- 
tion). Companion publi- 
cation to Pulp & Paper 
(North America). 
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CONVENTION GLIMPSES 


e Cables expressing “gratitude and pride”, in appre- 
ciation of the “extremely high honor explicit in the 
selection of Hideo Yoshida” and calling it “a source 
of inspiration and encouragement” came into Asso- 
ciation Headquarters as soon as the selection of Mr. 
Yoshida, President of Dentsu Advertising, as the 
International Advertising Association’s Man of the 
Year was announced. 

Among these messages were two cables from Mr. 
Tadashi Adachi, one in his capacity as Chairman of 
the Advertising Federation of Japan, one as head of 
the Tokyo Chamber of Commerce and Industry; a 
cable from Mr. Mitsujiro Ishii, Chairman of the 
Japanese Association of Advertising Agencies; one 
from the executive officers of the Dentsu Agency and 
another from the staff; also a cable signed in the name 
of all the Japanese members of the International 
Advertising Association. 


4 4 4 


e Perhaps the outstanding feature of the Congress 
was the International Advertising Contest, open to 
member advertisers and member agencies. The Com- 
mittee had hoped for 200 entries—over 600 were 
submitted, making the jury’s task an arduous one. 
The winners are presented elsewhere in this issue. 


4 4 4 


e Our distaff staff was kept busy and was even called 
upon to sew on a button for a delegate in distress. 


4 4 - 


e One of the exhibitors, the Latin American publica- 
tion Bohemia Libre, conducted a drawing, offering as 
a prize an all-expensc.-paid trip for two to Cuba, 
“when liberated,” a case of Bacardi Rum, “to enjoy 


while waiting,” and a box of H. Uppmann Cigars. 
Winner was Eric Carle, art director of Intercontinental 
Marketing Services, New York. 


4 a 4 


e As this issue goes to press, the transcripts of the 
addresses, panels and round-table discussions are not 
all available. Hence, the proceedings will be presented 
in the June and July issues of THE INTERNATIONAL 
ADVERTISER. 

A 4 - 


e Time and place of the 1962 Congress under the 
chairmanship of “Andy” Karnig have been set: May 
7-9 at the Hotel Waldorf-Astoria. So, mark your 
calendar now! 
HENRY R. WEBEL 
Editor 


Fourth International 
Advertising Conference 
In Europe 


e As reported in the January 1961 issue of THE 
INTERNATIONAL ADVERTISER, Madrid has been select- 
ed as the site of the International Advertising Associa- 
tion Convention to be held on September 20-22 of 
this year. Previous Conventions were held in Zurich, 
1955, The Hague, 1957, and Vienna, 1959. 

The Progress of International Cooperation in World 
Marketing and Advertising will be the theme of this 
year’s Convention. 

Francisco Garcia Ruescas, President of Ruescas 
Advertising Agency, Madrid, and head of the Spanish 
Chapter of IAA has been named Chairman of the 
Convention. Rudolf Farner, Zurich, Erik Elinder, 
Stockholm, and Leslie B. Cort, London, are co-chair- 
men, and Francisco Bolin is General Secretary. 

The Program Committee consists of Leon Van de 
Merghel, Brussels, as Chairman, assisted by Arthur 
Burton, London, and John Fels, Amsterdam. 

The preliminary program has already been mailed 
to all IAA members and the list of speakers and topics 
will be published in subsequent issues of THE INTER- 
NATIONAL ADVERTISER. 

In addition to the luncheons, there will be an 
informal reception and supper on Monday and a gala 
dinner on Wednesday, at which time the “Golden 
Tulip” Award will be presented to the European 
advertiser who has chalked up the most remarkable 
achievement in advertising in a European country out- 
side of his own. 

Registration fees for all sessions and entertainment 
are U.S. $50.00 for IAA Members, $65.00 for non-IAA 
members and $30.00 for accompanying ladies and 
family members. You may register through the Head- 
quarters of the International Advertising Association, 
Hotel Roosevelt, New York, or directly at the Con- 
gress Secretariat: Jacometrezo 4, Madrid 13, Spain. 
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OS AUTOMOVEIS 1960 EM CORES 


Latin America’s New | 
MECANICA 


Management Group ee ee POPULAR 


Prior to World War II, essentially two types of management existed 
in Latin America. One was the “Captain of Industry” or “Patron” type 
where one man owned the business and controlled it single-handedly. He | fe MECANICA 
told his assistants as little as possible and made all the decisions —large | # POPULAR 


or small — himself. = ~ |= pane avediiaeoen ai 


The other type of management was a firm owned and operated as a ee MEKANIK | 


partnership by two or more persons. These people ran the firm as directors 
or “Directores.” Each “Director” generally had a specified area of respon- 
sibility, but at the same time he felt responsible for all areas of manage- 
ment and therefore activities sometimes overlapped. These men were just 
as autocratic as the individual owner and operated much the same. 











Firms selling to companies with either type of management had 
a relatively simple task. In both their advertising and their personal 
selling, they needed only to contact a few key people at the top. There 
were no committees and no middle management men with whom to be 
concerned. One inan — “the patron” — decided everything. 


Today, a new kind of management has largely replaced the traditional 
types. This new organizational trend started about fifteen years ago with 
the influx of U.S. subsidiary firms and with the growth in size of local 
companies. In factory after factory, traditional methods of operating — 
and of buying goods — have been upset. U.S. line and staff organiza- 
tion has been adopted and adapted. Boards of Directors are delegating 
authority and the individualistic “Captain of Industry” is turning into 
an historical personage. 


Because of these changes, traditional buying methods have 
changed, too. Unlike the one man owners or partners who often bought 
goods and made decisions on impulse, the “line” men buy judiciously, 
carefully weighing cost and value. 


And, while final approval still lies with the top man, buying decisions 
are being arrived at jointly. Top management is working with and re- ‘ 
lying on its new middle management for recommendations rather than ; ae POPULAR 
making decisions alone. Growth and competition have forced this change. , MEKANIK 


Because these middle management people in Latin America’s grow- 
ing industry deal daily with mechanical and scientific “things”, they turn 
naturally as readers to MECANICA POPULAR. If you would like to know 
more about them and the market they represent for your products, please 
write to us and we will be glad to send you a copy of “Middle Management 
— Latin America’s New Customers.” 


tot TA 


WORLD MARKETING SERVICES, INC. 
Advertising Representatives for the International Editions of POPULAR MECHANICS 
51 EAST 42Np STREET : NEW YORK 17, NEW YORK 
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Woard ... 


e At the annual meeting of the International Adver- 

tising Association, on April 27, 1961, the following 

were duly elected to the Board of Directors, for a 

period of three years: 

J. C. Constable, Director of Information, IBM World 
Trade Corporation; 

Oscar Cornejo (re-elected), International Account 
Executive, Cunningham & Walsh, Inc.; 

M. Andrew Karnig, Director of Advertising and Market 
Research, International Division, Bristol-Myers 
Company; 

Clinton V. Pickering (re-elected), Manager of Adver- 
tising & Administration, Crane Company; 

Allen Reffler, Eastern Advertising Manager, Life In- 
ternational Editions; 

Elmo C. Wilson (re-elected), President, International 
Research Associates. 


The full Board of Directors-at-large for the year 1961-1962 consists of the above, 
plus the following whose terms have not expired: 


Sylvan M. Barnet, Jr., President, Barnet & Reef Asso- 
ciates, Inc.; 

H. Earle Braisted, President, Joshua B. Powers, Inc.; 

Lyle W. Funk, Coordinator of Export Advertising, Bat- 
ten, Barton, Durstine & Osborn, Inc.; 

Eliane Henno, Advertising & Promotion Manager, In- 
ternational Division, Owens-Corning Fiberglas Cor- 
poration; ‘ 

Thomas W. Hughes, President, National Export Adver- 
tising Service, Inc.; 

H. L. Hulbert, Supervisor, Product Information, Dis- 
tributors Division, General Motors Overseas opera- 
tions; 


John E. Loughran, Vice President, S. S. Koppe & Com- 
pany, Inc.; 

Baxter Reese, Advertising Manager, International 
Standard Brands, Inc.; 

Joseph W. Rintelen, Vice President in charge of Adver- 
tising, Coca-Cola Export Corporation; 

Rodman Sweeny, Advertising & Sales Promotion, In- 
ternational General Electric Company; 

Harold E. Weinholtz, Business Manager, International 
Department, MacManus, John & Adams, Inc. 





The officers of the Association will be elected by 
the new Board at its first meeting on June 13, 1961. 





REGIONAL VICE PRESIDENTS AND MEMBERS OF THE BOARD OF DIRECTORS 


Southern South America 


Armando D’Almeida, President, Inter-Americana de 
Publicidade S.A., Rio de Janeiro, Brazil; 


Central and Western USA 


Fitzhugh Granger, Manager Merchandising Services, 
International Harvester Export Company, Chicago, 
Illinois; 


Northern South America 


Joseph Novas, Jr., President, Publicidad Novas, Cara- 
cas, Venezuela; 


Eastern USA and Bermuda 


Donald E. McKellar, Advertising Manager, Ford Motor 
Company, Ford International Division, Dearborn, 
Michigan; 


Caribbean, Central America & Mexico 
E. Guillermo Salas, General Manager, Radio Mil, 


Mexico City, Mexico; 
Far East and Australia 
Hideo Yoshida, President, Dentsu Advertising Limited, 
Tokyo, Japan; 
Middle East and Southern Asia 


Fuad Pharaon, President, Pharaon Publicité, Beirut, 
Lebanon; 


Europe 
Dr. Rudolf Farner, Owner, Dr. Rudolf Farner Adver- 
tising & Public Relations Agency, Zurich, Switzer- 
land; 
Leslie Cort, Managing Director, Colman, Prentis & 
Varley, Ltd., London, England; 
Erik Elinder, Managing Director, Wilh. Anderssons 
Annonsbyra, Stockholm, Sweden. 
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First Prize Winner, 
Corporate Advertising 
First International 
Advertising Competition* 














WHAT MAKES THIS AD SO GOOD? 





HIS ADVERTISEMENT for Bristol Siddeley 

Engines Ltd. of England, prepared by 
Young and Rubicam of London, adapted and 
placed in Visién and Visao by the International 
Division of Young and Rubicam in New York, 
was recently judged the best in the “corporate” 
category among the more than 600 advertise- 
ments submitted in the first international 
advertising contest of the International Adver- 
tising Association. 


What makes it so good? We don’t know the 
judges’ reasons. But turning to textbooks on 
“what makes a good advertisement” we observe 
that the spread , 


@ features a story-telling photograph, 
cropped to focus attention 


@ gets news in the headline (“Now ... more 
than 50,000 annual flights across the 
English Channel’) 


@ brings the company name into the head- 
line (“...powered by Bristol Siddeley 
Engines” ) 

@ expands the news of the headline in the 
body copy, relating it to other activities 
of Bristol Siddeley in the text and the 


*Other 1.A.A. Contest winners who run campaigns in Vision’s Latin American p 


smaller photographs (“Power for this... 
and this...and this’’). 


But perhaps one of the best reasons why this 
is a good ad did not enter into the judging: 
this advertisement, as others in this campaign, 
appeared in the newsmagazines which are read 
by men in government, business and industry 
throughout Latin America...the very group 
on which Bristol Siddeley wants to make a 
lasting impression. 


With each issue, more and more internation- 
ally-minded companies like Bristol Siddeley are 
informing important Latin Americans of their 
products and their corporate accomplishments 
through VisiOn and Visao. In view of the 
expected upsurge in Latin American develop- 
ment in the years immediately ahead, don’t 
you think your company, too, should know 
more of these newsmagazines with the largest 
circulation in Latin America? 


For information on how we can help you in 
selling to Latin America, write or call Erik 
Nielsen, Advertising Sales Manager, at the ad- 
dress below (or check the Visién sales office 
nearest you). 


hi +i, Fy lod 





Remington Rand (first place, Business); Shell Ltd. (first place, Industrial); Esso (first place, Automotive); 
Caterpillar Tractor (honorable mention, Industrial); Tokyo Shibaura Electric Co. (honorable mention, 
Corporate); Pan American World Airways (honorable mention, Travel); Mobil International and Ford 


International (honorable mentions, Automotive). 


VISION INCORPORATED ¢ Vision Building * 635 Madison Avenue, New York 22, N.Y. * MUrray Hill 8-7500 


Chicago * Los Angeles * San Francisco * London « Frankfurt * Tokyo * Mexico City * Santiago * Sao Paulo * Rio de Janeiro 











INTERNATIONA! 
ADVE STISINS 
AS am \" W 


STATLER Ft 





Philip Gurvich, assistant to the president, Robert Otto & Company, 

wins door prize donated by Fletcher, Richards, Calkins & Holden at 

the joint luncheon meeting of the International Executives Association 

and the New York Chapter of IAA, on March 22nd. Norton B. Leo 

(left) and A. D. Coan, both vice-presidents of F.R., C. & H., make the 

presentations, with Mr. Coan holding a “left handed” rifle in readiness, 
just in case the “right-handed” one did not fit the winner. 


STOCKHOLM... 


At a recent luncheon meeting of the Swedish 
IAA Chapter, Dr. Goran Tamm outlined a sug- 
gestion for a special program of country studies 
for the Swedish Chapter. We feel that Dr. Tamm’s 
viewpoints could be of interest for other chapters 
and we are, therefore, giving a summary of his 
speech. 


e The common interest of all IAA members is inter- 
national advertising and marketing. It is, therefore, 
vitally important for every member to know the 
advertising and marketing conditions which prevail 
in those countries which offer the best markets for 
his own country’s products and services. IAA can 
contribute to such a knowledge in many ways. The 
best results can, however, be attained by planned 
country studies. 

Dr. Tamm suggested that one main export market 
should be chosen for each year’s studies. Some of the 
IAA-meetings should be devoted to discussing the 
market in question in connection with speeches given 
on the subjects discussed by attachés, visitors to 
Sweden, representatives from Swedish companies with 
international organizations, etc. During the year a 
trip should be arranged to the chosen country, where 
a seminar should be held on the spot during a couple 
of days, dealing with local advertising and marketing 
problems. The trip should also include visits to im- 
portant industrial companies, agencies, media, etc. 

Working under such a system members should after 
some years possess a thorough knowledge of a number 
of important export markets. 

Dr. Tamm underlined strongly that such a program 


would be something specific for IAA with a tremen- 
dous prestige value for our organization. It would also 
have a strong appeal to prospective members belong- 
ing to industrial companies active in export business. 
Incidentally, our Swedish Chapter has now 67 
members which is very impressive for a country with 
only 8 million people. The most interesting fact, how- 
ever, is that 24 of these members, i.e., 36%, have been 
admitted since April 1960. This is, no doubt, an 
excellent example of an efficient membership drive. 
It is also promising for the Swedish Chapter to note 
that many of the new members are the advertising 
managers of leading Swedish industrial concerns. 


CHICAGO eee 


e Our Chicago Chapter held a joint meeting with the 
International Trade Club of Chicago on April 13. This 
included a discussion of international marketing by a 
panel of experts consisting of EDWARD D. BAYNE, JR., 
export advertising manager, Champion Spark Plug 
Company, Toledo, Ohio; JOHN H. Bosse, manager of 
overseas sales, Rust-Oleum Corporation, Evansville, 
Illinois; GEORGE GREEN, The Hyster Company, Port- 
land, Oregon; and MANUEL J. PEREZ, vice president, 
Miles Laboratories Pan American, Inc., Elkhart, In- 
diana. The subject to which they addressed them- 
selves was 


“How Advertising Has Helped 
Our Company Increase Sales Overseas” 


Because of the timeliness and significance of their 
observations, we are glad to present the gist of their 
remarks on the following pages. 


Remarks by 
EDWARD D. BAYNE, JR. 

I would like to refer to a situation which could 
happen to any company, and as a matter of fact, one 
which has happened’ to quite a few, when making 
either product improvements or product changes. 

This problem began four or five years ago in our 
Research Laboratory. Our engineers, in their search 
for a better spark plug finish, developed a new plating 
process for automotive plugs which was far superior 
to the old blueing method. This was a silver colored 
plating that had been used on aircraft and premium 
priced marine plugs, but up to this point had not been 
economically feasible for automotive plugs. One of 
the outstanding features of this new plating was its 
rust resistant properties, and it was so much better 
that all Champion factories around the world began 
to use the new plating. 

(continued on next page) 
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’ We took the normal precaution of filling the supply 
lines to distributors and wholesalers for almost a year 
before we announced this new development to the 
service station dealer and the consumer, to avoid any 
possible obsolescence problem that could arise with 
two different appearing spark plugs. One which was 
blue and the other which was silver colored. We then 
announced this new product improvement to the 
dealers through international trade magazines and 
local trade press. 


Unexpected Resistance 


Several months after these ads appeared, we re- 
ceived reports from three geographically different 
markets that there was consumer resistance to our 
new plated spark plug. Investigation showed that 
there were two factors contributing to this sales resist- 
ance. One was the unsophistication of the markets 
themselves, whereby people have a natural reluctance 
to accept any change, particularly a change in a 
product or package that they were familiar with, or 
a source of supply. For example, we have had markets 
that would not accept our Canadian or English manu- 
factured plug, even though the standards of quality 
are identical with the U. S. produced product. The 
only difference between the plugs produced in the 
three different countries was the marking “Made in 
U. S.,” “Made in Canada,” or “Made in England.” The 
markets had been supplied with U. S. plugs for years, 
but inventories prompted us to substitute the source 
of supply to some of these countries. In the more pro- 
gressive markets the source of the product was not as 
important as the name itself. 

The second reason, perhaps even more important 
at this time, was that there had been a prior influx 
of reconditioned spark plugs from the United States. 
All of these reconditioned plugs had been painted 
with an aluminum type paint which gave them a 
silver appearance, similar to our new plating. Recondi- 
tioned spark plugs are discarded worn plugs that have 
been cleaned, possibly regapped, and painted with an 
aluminum type paint, packaged and then sold at % 
to 2 of the new spark plug price. The presence of 
these reconditioned plugs in the markets we are talk- 
ing about, created doubt in the consumer’s mind as 
to whether or not they were getting genuine Champion 
plugs or reconditioned plugs. 


Consumer Education 


We immediately contacted our sales personnel and 
the advertising agencies in these markets for their 
suggestions on combating this sales resistance before 
it developed into a major crisis. The opinion of the 
agencies in all three of these markets was that the 
most effective thing we could do would be to educate 
the consumer with our advertising to the advantages 
of this new finish, and that Champion Spark Plug 
Company had made this improvement, and in the 
future all Champion plugs would now be of this new 
finish in our familiar red and black box. 
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This ad should be written stressing the rust resistant 
qualities and the reasons for Champion adopting this 
new plating. These ads should then be run in the 
local newspapers in color, and it should carry the 
Champion Spark Plug Company’s signature rather 
than a local distributor’s name or signature. This is 
contrary to what you usually hear because the dis- 
tributors all like to see their name in an ad. 

Each of these markets also asked us for reprints 
of our international trade announcement ad on plat- 
ing, with a translation printed in the local language 
on the reverse side. Here again they insisted that to 
make this effective, it would be necessary for us to 
show the legend on the bottom of the ad, and to show 
that these were printed in the United States. Our 
distributors and the agencies then used these reprints 
as a direct piece, together with a covering letter 
explaining the advantages of this new product im- 
provement, to all of the dealers. 


Sales Increase 


With this concerted effort of sales and advertising, 
we were able to overcome this sales resistance and 
finish the year with a substantial increase in sales. 
Now I am not going to try to make you believe that 
we did this without spending a little more money... 
as a matter of fact we increased our budget by approxi- 
mately 10 percent in each of these markets, and we 
increased our schedule in the newspapers to full page, 
two-color ads. We used color to illustrate the improved 
appearance of our new finish and our red and black 
box. We ran a particular ad six times in Colombia and 
have overcome the initial resistance to the new finish. 

I used this example of a marketing problem to make 
a couple of points: 

1. Regardless of the amount of planning, prepara- 
tion and precautions taken, even to the extent of test 
markets and sampling areas, situations such as this 
can arise when introducing a product change. Although 
only some of our 138 markets had this problem, we 
must not forget or overlook the fact that some of 
these markets are different. Each must be considered 
individually. 

2. Continuous advertising is essential. We believe 
in continuous advertising even though there have been 
times when we were temporarily out of the market 
because of government restrictions, political unrest 
or economic conditions. Yet in spite of this we have 
kept our name in front of the public. This consistent 
advertising, along with a quality product, put us in a 
position to cope with the situation I have just de- 
scribed. Our advertising over the past 50 years has 
created an image of quality and believability. Because 
of this, the consumers accepted and believed our story 
on this new finish. 

We know that we could go in with a crash adver- 
tising program in almost any market and increase our 
sales immediately. Nevertheless the great value of 
our advertising today will not be fully realized for 
several years. In other words, we are not only adver- 











tising for today, but we believe that the sales of today 
are largely the results of advertising over the past 
years. 


Remarks by 
JOHN H. BOSSE 


e I am asked to offer some remarks about our Rust- 
Oleum advertising program that might be of interest 
to you. That’s fine, we welcome the opportunity to 
talk about Rust-Oleum — but I would like to get out 
from under the label of ‘expert’ on advertising. Like 
most of you, I suppose, I’m just a poor export man- 
ager, trying to keep things going, and advertising is 
just one of the many things to keep an eye on. 

I am sure that most of you, at one time or another, 
have seen some of our Rust-Oleum advertising — if 
not our export advertising, then at least some of our 
domestic advertising. For those of you who may not 
be familiar with it, Rust-Oleum is a line of specially- 
formulated rust preventive and protective coatings. 
Industrially, it has use to protect all kinds of iron and 
steel structures and equipment from rust and corro- 
sion — many home owners have less extensive but just 
as bothersome rust problems with gutters and down- 
spouts, metal lawn furniture, even rusty garbage cans. 

Compared to the other companies represented on 
the panel this afternoon, and probably many others 
in the audience, Rust-Oleum is not only a relatively 
small company, but also a relative newcomer in the 
field of export advertising. 

We are, however, very much sold on the need for 
and the power of advertising —in overseas markets, 
just as in the domestic market. Perhaps in our case 
there is an even greater need for advertising overseas 
than in this country, first of all because we are trying 
to catch up —in a relatively short period of time — 
with the progress the company has made in the United 
States in the past 35 years. 

Also, overseas we face very keen competition — not 
only from our fellow U. S. exporters, but from the 
British and German and Japanese and other paint 
exporters, and from local manufacture. There is hardly 





a market of any consequence overseas that doesn’t 
have at least one local paint factory (and giving it 
pretty good duty protection) —there are more than 
300 paint factories in Holland alone. 


Creating a Brand Image 


Therefore, we have to make our story known, 
familiarize the local buying public with our name and 
slogans, and what our product looks like. There is also 
the matter of encouraging our distributors, so that they 
do not feel they have to carry the ball alone. Our 
advertisements are designed to make our name and 
products at least somewhat familiar to our distributors’ 
customers so that they don’t ask too often “Rust- 
Oleum? What’s that?” 

In general we have two classes of customers: (1) 
The industrial user such as a mill or factory, shipyard, 
brewery, mine, railroad, contractor, hospital, anyone 
who may have steel structures or equipment that is 
rusting; (2) The individual consumer such as the 
home or farm owner—who is concerned with his 
automobile, his house, his tractor. 

Overseas, we are still concerned primarily with 
sales to industry, although we have some markets 
where an active retail program has been established. 
The major industrial uses are on bridges, steel girders, 
oil storage tanks, pipe lines, tractors and other equip- 
ment, many types of machinery — and our customers 
are the owners of such structures or equipment. 

Our advertising is designed therefore to reach and 
interest the people who can possibly make favorable 
decisions to use our products on a good scale — gov- 
ernment officials, owners and executives of industrial 
firms. We continue to use one main theme “Rust- 
Oleum stops rust,” we talk about our distinctive sales 
points and cite possible applications of the product. 


Started with International Media 


When we first began to advertise overseas, because 
we had just a limited amount of money to spend, we 
had to select the publications that gave us overall 

(continued on next page) 


Hosts and panelists at the joint 
meeting of the International Trade 
Club of Chicago and the Chicago 
Chapter of the International Ad- 
vertising Association, on April 13. 
(Left to right): J. Theodore Wolfson, 
president of the International Trade 
Club, and president of Maremont 
International Corp.; John H. Bosse, 
Manager of overseas sales, Rust- 
Oleum Corporation, Evanston, Illi- 
nois; George Green, advertising 
manager, Hyster Company, Port- 
land, Oregon; Robert L. Cutler, vice 
president of Chicago Chapter of 
IAA and manager of the Chicago 
office, National Export Advertising 
Service, Inc.; Edward D. Bayne, Jr., 
export advertising manager, Cham- 
pion Spark Plug Company, Toledo, 
Ohio, and Manuel J. Perez, vice 
president, Miles Laboratories Pan 
American, Inc., Elkhart, Indiana. 
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coverage — “umbrella coverage” I believe it is called, 
U. S. news type magazines circulated overseas, and 
some export trade journals. This began to make our 
name known, and in course of time establish a certain 
amount of prestige. We picked up many of our present 
distributor connections as a result of this advertising 
— occasionally one would comment he had seen our 
advertisements for several years before deciding to 
write us, and he had finally concluded we were not a 
“fly-by-night-outfit” but obviously were in business to 
stay. 

As our sales grew overseas we felt the need to con- 
centrate on specific markets to some extent, markets 
where we had capable distribution, where there was 
a good potential, and where it was evident that greater 
penetration was necessary, with the advertising worded 
in the local language. There are many potential users 
of our products who do not read U. S. publications, 
some who do not even read at all. 


Co-operative Advertising 


Initially, we felt our way with co-operative pro- 
grams and we still follow this procedure in some 
markets. Where practical, we prefer advertising in 
local newspapers and magazines because of the 
opportunity to tell more of our story. We also permit 
use of signs on sides of street cars, billboards, neon 
signs, sharing the cost of painting the distributor’s 
truck with an attractive Rust-Oleum advertisement, 
preparation of simple local literature in the native 
language. We have one market that has only one TV 
station and a very reasonable rate—and our dis- 
tributor must have them nuts by now—he has 
achieved the best penetration of any market. We 
should do as well in the United States. 

As sales continued to grow, and particularly in the 
major industrialized markets such as Canada, Britain, 
Germany, Belgium, Italy, Japan —we felt the need 
for a more comprehensive program, that we and our 
advertising agency (O’Grady-Andersen-Gray, of Chi- 
cago) and we should make the media selections, but 
accepting recommendations from the distributors. We 
try to select publications that reach the same audience 
that we reach in the U. S., the advertisements are in 
the local language, although we make every effort to 
retain the identity of Rust-Oleum as a specialty prod- 
uct of U. S. origin, even though we now make it in 
Europe as well. We offer a catalog in the customer’s 
own language, sometimes a free sample to qualified 
industrial prospects, consultation on rust and corro- 
sion problems, prompt delivery from local distributor 
stocks. Nearly always, there is a coupon—the dis- 
tributors love those inquiries. 


Pinpointing the Message 


In those markets where we have developed substan- 
tial consumer or home-owner sales, such as Canada, 
Puerto Rico, some of the offshore markets in the West 
Indies, we use other ads keyed to the interests of the 
individual— dealing with the use of Rust-Oleum 
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around the home or farm. The advertisements usually 
carry dealer listings. 

We feel that our overseas advertising expenditures 
are well justified and have been a major factor in the 
very satisfactory rate of growth of our overseas sales. 
I don’t know that we can dissect the sales figures and 
say that so much of the increase is due to advertising, 
so much to the visits by our travelers, so much to 
interesting and attractive literature in the customer’s 
language — but there is no doubt whatsoever but that 
the advertising has had a telling effect. This is partly 
due to the advertising itself, in making the company 
name and product known, partly due to the encourage- 
ment that the advertising has given the distributors, 
and the resulting cooperation on their part. 

Possibly we could have brought our overseas sales 
up without the advertising but I am sure it would 
have been a much slower and more painful process. 


Remarks by 
GEORGE GREEN 


e How do the results of your advertising program 
compare with the following case histories? 

The chief engineer of the India Soil Conservation 
Commission saw an ad of ours in Time magazine fea- 
turing our soil compaction roller. He promptly tore 
the ad out of the book, looked up our local dealer and 
sat down with him to talk over the immediate pur- 
chase of a $35,000 compaction machine. It is now in 
his budget. 

A letter addressed to “The President of Inter- 
national Advertising at Hyster Company” from a man 
who signed himself, “Not Raymond Loewy, but a 
simple and prominent business man in Israel who has 
common sense, brains, flair and wisdom.” He stated 
that he had arrived in Netanya with 100 tons of “en- 
thusiasm, know-how, energy, education, encyclopedic 
knowledge, faith and hope.” And that he attributed 
his success to the fact that the word “impossible” does 


not exist in his vocabulary . .. “only words like prog- 
ress, advance, forward, fight, struggle, success, and 
victory!” 


Well, the gist of it was that he thought we were 
doing such a magnificent job of overseas advertising 
that he wanted to join forces with us. Prior to seeing 
our ad, however, he had also offered his services to 
Chrysler Corporation, and what he wanted us to 
understand was that he was perfectly capable of 
giving 100 percent of himself to both Chrysler and 
Hyster without any conflict whatsoever, because he 
is a free-lance selling agent who accepts no salary... 
just a 50 percent commission on what he sells. He 
sent us a graph in the form of pyramid in which he 
rated all salesmen from weak to standard, talented, 
and finally, genius. To help us measure his level of 
performance he modestly added a note saying that he 
was at the very tip top of the genius category. 

I have his name and address with me, in case any 
of you are interested. You should be because I feel 

(continued on page 22) 





Merchandising Whisky 
... Japanese Style 


Most of us have heard of —some of us may even have tasted — Japanese sake, but we are somewhat taken 
aback, when we learn that whisky is also produced in Japan. No claim is made that the product is “scotch”, 
yet the beautiful valley of Yamazaki, near Kyoto, where much of it originates, is said to resemble the High- 
lands of Scotland and to enjoy climatic conditions which are similarly ideal for distilling. 

The pictures on this page illustrate some of the novel approach to merchandising employed by Kotobukiya 


Ltd. The accompanying text has a flavor of its own. 
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THE YAMAZAKI PLANT 





Blessed by clean water and serene air, ever-growing amount 
of Suntory Whisky with a truly discriminating flavor and 
smoothness is distilled in this plant and reserved to be 
matured. Now Suntory Whisky not only has a sky high market 
share of ninety percent of the total output of high-quality 
whiskies produced in Japan, but also enjoys an increasing 
amount of export year after year. 
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THE TAMAGAWA PLANT 

Among the many features which this plant boasts, it should 
be specially mentioned that the plant has the splendid 
facilities for public relations such as bar counters, assembly 
room, movie hall, large beautiful garden. Visitors to this plant 
can learn proper and tasty ways of drinking of various liquors 
as well as the process of whisky production in a very com- 
fortable atmosphere. 








SEKITEI . . . STONE GARDEN 

In and around Kyoto, an- 
cient capital of Japan, there 
are many traditional Japanese 
gardens. This stone garden, 
laid out at the Tamagawa 
plant, is also planned after 
such tradition. 

Japanese gardens can be 
divided into two categories; 
one is to be appreciated 
only from outside, while the 
other is to be “used,” or to 
receive people inside the 
garden. This stone garden is 
a latter one, designed to 
be utilized on occasions of 
cocktail parties. 


THE CASK OF THE 
AUTOGRAPHS 
Two <ocktail parties were held 
recently in Tokyo and Osaka, 
sponsored by Mr. Keizo Saji, 
managing director of Kotobukiya, 
and representatives of the ad- 
vertising associations of the two 
cities. 
Some 750 men and women of 
distinction who attended the 
parties were surprised with great 
pleasure when they found a big new cask of 
whisky placed at a corner of the party hall. They 
were all requested to write their signatures on 
this cask and were given a promise that they 
would receive their equal share of whisky when 
the content in this cask will be fully matured 
some twenty years hence. 
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KYOKUSUI . . . CURVING 
STREAM 


Wine has long had a deep 
relation with art in Japan 
and China. In olden times, 
men of refined taste in these 
countries enjoyed an elegant 
spiritual play of producing 
poems. 

They sit along the curving 
stream above and a man sets 
afloat on the stream a ‘“‘Saka- 
zuki,” wine cup, of course 
containing “Sake” wine in it. 
The Sakazuki flows down the 
stream and comes in front 
of the man sitting next. The 
latter is required to compose 
an ode within this short 
time, if he wants to drink 
the Sake by taking up the 
floating Sakazuki. 


e INTERNATIONAL ADVERTISER ¢ 11 








Advertising Outpaces 
The European Economy 


e What is the relative importance of advertising in 
Europe, compared to that which it has in the United 
States? 

In the whole of Western Europe — including the 
Common Market and Free Area countries, Spain, 
Turkey, Greece, Cyprus, Iceland and Ireland — 
approximately 3.8 billion U.S. dollars are estimated 
to have been spent on advertising in 1960.* 

This is about 1.1-1.2% of the gross national product. 
Total advertising expenditures in the U.S. for 1960 
are estimated at $12 billion, or 2.3-2.4% of the gross 
national product. In other words, the ratio of adver- 
tising to G.N.P. in Europe is half as much as in the 
United States. Private real income, or standard of 
living, in Europe (excepting developing countries in 
the South) is also, on the average, half as high as in 
the U.S. 

The percentages mentioned, 2.4% for the USA and 
1.2% for Western Europe, are naturally directly com- 
parable. This is however, not the case with the absolute 
advertising expenditures in dollars —12 billion in the 
US and 3.8 billion in W. Europe, according to the 
official currency rates—since the purchasing power 
parity with this rate of exchange does not completely 
agree. In order to make an absolute comparison, one 
must raise the European figures. 

West Europe numbers over 330 million people, 
compared to more than 180 million in the US. From 
the European advertising expenditures, about 60% 
fall to only two countries, West Germany and Great 
Britain, and it is significant that these are the two 
countries in which large US agencies have established 
important subsidiaries. 

If one adds France, Switzerland and Sweden, mak- 
ing five countries, 75-80 percent of advertising expen- 
ditures are included. In 1960 these five countries had 
advertising expenditures of 3 billion “official” dollars 
and, figured according to purchasing power, perhaps 
4-5 billion “actual” dollars—with a population of 
165 million, as against 12 billion dollars and over 
180 million people in the US. 

There must therefore still be significant growth 
possibilities for advertising in Europe. In general, the 
prospects for further economic development are favor- 
able, and a similar increase as occurred between 1950 
and 1960 is anticipated for the next years. This would 
result in further, above average growth for advertising. 

Advertising has namely grown faster in the last ten 
years than most of the other branches of the economy. 
The growth rate of the volume of advertising in W. 
Europe amounts to about 8-10% annually. The annual 
rate of increase for the gross national product per 
head is, in contrast, 3.5-4 percent. That is, advertising 
has grown twice as fast as the total economic activity. 


* Source: CONTIMART, International Marketing and Research, 
Zurich, Switzerland. 
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Advertising has stimulated the growth rate of the 
economy, and at the same time the rapid growth of 
the economy has opened new possibilties for adver- 
tising. It cannot be said that one precedes the other. 
Both grow together, and if there is a temporary 
recession again, both will contract together, and in 
this case, too, advertising will probably react more 
sensitively than the total economy. 


Advertising Expenditures 
in Finland 


e During 1961, a survey of advertising expenditure 
by class of media will be performed in Finland. The 
survey is made on an internationally comparable 
basis, according to the principles laid down in the 
resolution of the Commission on Advertising of the 
International Chamber of Commerce. 

The initiative was taken by the Finnish Sales and 
Advertising Association through its research com- 
mittee under the chairmanship of Mr. P. H. Taucher, 
president of Finland’s leading advertising agency 
and a member of the Commission on Advertising of 
the ICC. The practical research work will be done 
by the Business Research Institute, a subsidiary of 
the Helsinki School of Economics (Kauppakorkea- 
koulu). All numerical and factual data will be col- 
lected during the coming spring and summer, and 
the results are expected to be available before the 
end of this year. 

A point of special interest in the survey now begun 
is the part television advertising plays with regard 
to expenses. Since 1956, Finland has been the only 
Scandinavian country where television advertising 
has been possible. Thus the expenses for television 
advertising will show for the first time in a survey 
of advertising expenditure in Scandinavia. It is esti- 
mated that the share of TV in Finland during 1960 
will rise to some 10 percent of the total expenditure, 
a significant rise since the start in 1956. 


European Media 
Research Guide 


e Studies of mass media audiences in the European 
Economic Community are soon to be released by 
INTAM, International Advertising Agency, 399 
Strand, London. 

Throughout 1961 information sheets will be issued 
for Belgium, France, Germany, Italy, Luxembourg 
and the Netherlands. These will provide sources of 
references for rates, circulation, statistics, UNESCO 
surveys, etc., data on the size and composition of 
mass media audiences, and sample surveys of audience 
measurements. The year’s subscription cost is £10,10.0. 

















Special 
Cites 7m 


Luis Soria of Bohemia Libre (left) accepts a citation from 

Joshua B. Powers in the name of all Cuban exiles for- 

merly active in Cuba‘s advertising and publishing indus- 

tries. Award (below) was presented at the opening day 

luncheon of the [AA Congress. Looking on is C. V. Picker- 

ing, First Vice-President of the International Advertising 
Association. 











s CITATION 


PRESENTED TO THE DELEGATES OF THE 13tx INTERNATIONAL ADVERTISING 
ASSOCIATION CONGRESS APRIL 17, 1960 


Be it known . . . That on the occasion of this Congress when we have gathered here to 
consult with each other for our mutual benefit, and to enjoy the opportunity to meet in peace 
and friendship with our contemporaries from democratic lands, and... 


Be it further known .. . That it is truly fitting and proper that we recognize the unfor- 
tunate fact that so many of our friends and associates in the advertising, publishing and broad- 
casting professions, of Cuban origin, are suffering grievously both spiritually and financially 
because of the oppressions of a Communist dictatorship and the destruction of their careers, 
their businesses, and their opportunities in their native land, as well as the upheaval of their 
private lives, ... 


Be it finally known... That the officers and directors of the International Advertising 
Association have created this Citation in honor of those Cuban brethren who have suffered, and 
are suffering, the disasters above expressed, and to assure them of our extreme regrets and 
concern. We want them to know that we, the members of the International Advertising Asso- 
ciation, in annual Congress assembled, extend to them our deepest understanding and our 
hope that in the near future they may again be restored to their homeland, and to the peace 
and contentment and prosperity which they have so clearly earned and which is their proper 





due and consideration. 
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AUTOMOTIVE DIVISION: BUSINESS DIVISION: 








Esso France, S.A. Remington Rand International 
Agency: Sodico S.A. Agency: Doyle Dane Bernbach 
Ahora... mas de 50,000 vuelos anuales sobre el Canal de la Mancha... Honor Me 
; FR a * AUTOMOTIVE: 
Mobil International Oil y ( 
Ford International (J. Wat@Thon 





BUSINESS: 

Dentsu Advertising (Der 

Carl Gabler Advertising (C@ Gabi 
CONSUMER: 

Odorono (Wirz-Switzerlad 

a International Standard Bang(J. W 
CORPORATE: 

Tokyo Shibaura Electric y ( 
Parke-Davis (Young & ) 











INDUSTRIAL: 
Baldwin-Lima-Hamilton(G@ & R. 
Caterpillar Tractor (N. W 
TRAVEL: 
CORPORATE DIVISION: Pan American World : (J. W 
Bristol Siddeley Engines Ltd. British Travel Association! ' 
Agency: Young & Rubicam Ltd. International ) 








Two U. S. Companies and four from abroad won first place honors 
in the first international competition to be held by the International 
Advertising Association. The awards were given at the second Con- 
vention luncheon by Bernard Rome of Rome Reports, chairman of 
the awards committee. 
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CONSUMER DIVISION: TRAVEL DIVISION: 








Suchard Argentina S.A. American President Lines 
Agency: McCann-Erickson Argentina Agency: Johnson & Lewis 
Mentions 






Please don’t part the sisters 





(J. Walter Thompson ) INDUSTRIAL DIVISION: 
, Prentis & Varley Shell International Petroleum Co. Ltd. 
Agency: Mather & Crowther 








The jury consisted of Messrs. A. O. Buckingham, Young & Rubi- 
cam, Inc.; J. C. Constable, IBM World Trade Corporation; Wm. 
McKeachie, McCann-Marschalk; W. B. B. Fergusson, Colgate- 
Palmolive Company; Robert Gage, Doyle Dane Bernbach. Prizes 
were given in six categories, limited to print media. 
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Developing the 
Corporate Image Abroad: 


A Case Study* 


by FRANK BONILLA 


Director of Communications Research, 
International Research Associates, Inc. 


e Every so often, some new technique or area of 
research, catchily labeled, captures the interest of the 
public, professional and non-professional alike — occa- 
sionally with rather ludicrous results. To some extent 
this has been the case with the phrase “corporate 
image.” One hears this concept discussed here and 
there with a certain mystification. The researcher is 
sometimes approached with the question, “What is 
our corporate image?” in much the same spirit that 
a palmist might be asked, “What can you read in my 
hand about my future?” Nevertheless, the new interest 
in corporate-image studies, particularly in overseas 
areas, is a response to felt needs of a more serious 
nature than those which ordinarily move the clients 
of palm readers. It reflects fundamental changes in 
management’s concepts of the public role of corporate 
organizations, as well as broader social changes. 

Late in 1958, International Research Associates 
was approached by a large corporation operating in 
more than a score of countries. The corporation’s 
management suspected that both its marketing and 
its public relations activities were being adversely 
affected by the fact that the company was selling 
under a wide variety of brand names, using different 
symbols for its many products, and using a company 
name which was entirely unrelated to its symbols or 
brand names. The problem was further complicated 
by the multiplicity of languages and cultures present 
in the company’s area of operation. In addition, it 
was suspected that nationalistic feelings were con- 
tributing to the creation of an image of the company 
as a foreign interloper bent only on extracting profits 
from the countries in which it operated. 

This general preoccupation of the client was trans- 
lated through a prolonged series of consultations into 
a set of research questions. These questions can be 
roughly grouped into four categories, as follows: 


e Public knowledge and information. How much 
did people actually know about the company and 
its operations, and about the importance of the 
industry to the national economy? 


e Public attitudes toward the company and the 
industry. What was the public image of the com- 
pany — as compared, for example, with its major 
competitors and other large companies in the 
country? What was the nature of public feeling 
toward the industry as a whole? 


e Public attitudes on issues affecting the industry 
and foreign corporations in general. How did 
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people feel about foreign investments in their 
country? What industries, if any, did they think 
should be nationalized? 


e Public behavior and habits. 'To what extent was 
the public exposed to mass media? What was the 
nature of the public’s buying practices and 
habits? To what extent did the public partici- 
pate, directly or indirectly, in political decisions? 


Part of this preliminary consultation was directed 
toward determining exactly what kind of image of 
itself the client wished to create and what aspects of 
its operations and its relations with the host country 
it wished to emphasize to the public. Nine basic facts 
about the company were finally identified as the essen- 
tial dimensions of the desired image: 


1. The company is an integral part of the national 
economy. 


2. The company is an important tax contributor to 
the national government. 


3. The company puts the broad national welfare 
above immediate profits. 


4. The company provides many jobs for local na- 
tionals. 


5. The company gives local nationals opportunities 
for jobs with real responsibility and prestige. 


6. The company does not interfere in any way with 
national political decisions. 


7. The company takes a sincere interest in com- 
munity problems. 


8. The company’s products are of high quality. 


9. The company sells its products at a fair price. 


Our methodology involved the use of a number of 
projective indirect questioning devices, including car- 
toons. We found quite early that respondents were 
reluctant to speak out in criticism of particular com- 
panies. By allowing them to attribute negative com- 
ments about specific companies to cartoon figures, we 
were able to avoid the tension and embarrassment 
created by more direct questions. We also used car- 
toons to test respondents’ general attitudes toward 
brands —their disposition to insist on getting their 
own brand, their disposition to favor national over 
foreign brands, and the extent to which price figured 
as an important consideration in their general buying 
behavior. 


Some Typical Findings 


We found, first of all, that there was indeed wide- 
spread misinformation and ignorance about the correct 
designations for company brands and the company 
itself. Moreover, the company’s brands and symbols 
were less readily recognized as belonging to a “family” 
of brands and symbols than were those of its com- 
petitors. The public also was poorly informed about 
the role of the industry as a whole in cooperative 
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efforts with the government to expand both the extrac- 
tive and processing aspects of the industry in the 
country. Little was known about the joint efforts of 
the government and the industry to find new sources 
of raw materials and to expand productive facilities. 
The public also had a distorted idea of the taxes paid 
by the company to the government and of its profit 
as a percentage of the total paid for the product by 
consumers. The company’s profit was, in fact, only a 
fraction of what the public believed it to be getting. 

The public’s attitude toward the company and the 
industry similarly clamored for some good public 
relations effort. The company was rated below its 
competitors on such qualities as friendliness, getting 
along with local nationals, progressiveness, contrib- 
uting to the national welfare, dependability, and 
providing equal opportunity for advancement to local 
nationals. The company’s name was rated very low 
on appeal, ease of pronunciation, appropriateness for 
a company in that particular industry, and euphony 
in the local language. It was found that companies 
which were actually in a position to contribute less 
than the client company to the national economy — 
in terms of both the number of jobs created and the 
size of the tax contribution— were thought to be 
doing more on these points than our client. 

On broader issues affecting the industry and foreign 
companies in general it was found that “bigness” in a 
corporation was not regarded as a negative quality or 
as being potentially harmful to the country, nor was 
there any widespread feeling that big business had or 
was getting too much power. Despite this, about half 
of the people questioned believed that the country 
would benefit if the industry concerned were national- 
ized. A majority also felt that the investment of 
foreign capital would benefit the country, and they 
preferred to see that capital come from the United 
States. However, opinion ran heavily in favor of 
having that capital come from the U.S. Government 
rather than from private sources. 


Newspapers were given as the chief source of infor- 
mation about economic developments in the country. 
Radio was also mentioned frequently, particularly 
by heavy listeners to government-controlled stations, 
which served as the government’s chief sounding 
board for economic plans and policies. Discussion 
with others was also frequently given as a source 
of information about the industry, particularly by the 
minority of the most politically active respondents. 

Solid facts such as these provide the basis for care- 
fully planned programs of education and information. 
The full-scale research that will confirm or further 
specify these findings will yield precise information 
about just which groups show hostility or misunder- 
standing, where to reach them, and what needs to be 
said to them. 


*From “Market Research in International Operations”, AMA 
Management Report Number 53, issued by the American 
Management Association. Reprinted by permission. 


International Corporate 
Advertising 
as defined by 
Newsweek International 


Traditionally, international advertising has been re- 
garded as a function of selling—to help move goods 
from producer to consumer. This admittedly is the 
primary function of advertising, but there are also 
valid broader aspects for corporate advertising on an 
international scale. This a recent Newsweek Inter- 
national report defines as an endeavor to create a 

favorable world-wide identity for the advertiser 
by emphasis on facilities, experience, growth, in- 
dustry standing, age, diversity, scope of service; 
to bridge the gap between distributors, licensees 
and subsidiaries; to serve as a calling card, a re- 
port to consumers, governments, the financial 
community and potential investors; to make for 
good employee relations; to create favorable 
public attention toward a company and its prod- 
ucts or services by making known facts that are 
in the public interest. 

Have you ever heard the expression, “They pro- 
duce an inferior product because they are a foreign 
company,” or some other derisive comment on an 
international competitor or his product? Just imagine 
the effect such comments have on the ability of a 
company to penetrate a foreign market. 

Not surprisingly, competition is important in secur- 
ing international good-will and promoting the repu- 
tation of the firm. Competitive good-will and respect 
can be effectively built through the medium of inter- 
national advertising. For competitive sales staffs can 
only be impressed by a sound advertising program 
in a prestige medium. 


Further, advertising can help deter competitors 
from encroaching on your patents. World trademark 
laws are not uniform and your best protection seems 
to come from product and corporate identification. 
This is a job well-suited to international advertising. 

World-trade rests on government. Tariffs, import 
quotas, labor laws and regulations, financial require- 
ments, currency regulations and many other factors 
are dependent upon the executives and lawmakers 
in every country. 


The need for the international corporation to be 
known to these people is self-apparent. And like peo- 
ple everywhere they must be “sold” on a company. 

International advertising can reach into places of 
government, which possibly could control your inter- 
national destiny, but where your representatives may 
not be able to call, particularly if you are operating 
and selling on foreign soil. It can help bring you repu- 
tation and respect among governments all over the 
world. And never forget that many of these govern- 
ments are, themselves, large buyers of all types of 
goods and services. 
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AITKEN, THOMAS, Vice President, McCann-Erickson Corpora- 
tion, 485 Lexington Ave., New York 17, N. Y. 

ANGMAN, BIRGER WILHELM, Manager, International Dept., 
Ervaco Advertising, 90 Sveavagen, Stockholm VA, Sweden 

ARNAY, OSCAR P., International Account Manager, Advertising 
& Sales Prom. Dept., Worthington Corporation, Harrison, 
i ae 

AUBRY, MAURICE ARMAND, Administrateur Directeur, Belgique 
Ciné Publicité, 104 Bd. Adolphe Max, Brussels, Belgium 

AZZARO, DANIEL V., Supervisor, Advertising & Sales Promotion, 
American Radiator & Standard Sanitary Corp., 40 West 40th 
St., New York 18, N. Y. 

BARELLA, STEPHEN, Advertising Manager, Miles Laboratories 
Pan American, Inc., Elkhart, Indiana 

BASART, EDMOND, Managing Director, C.P.V.—MART S.P.R.L., 
37-41 rue du Congres, Brussels, Belgium 

BASTARRICA, ERNESTO, President, Bastarrica Propaganda S.A., 
Sarmiento 1889, Buenos Aires, Argentina 

BERNAT, JUAN JOSE, Director, Intercontinental Espanola de 
Publicidad, Jose Antonio, 18, Madrid, Spain 

BERRY, RAYMOND LLOyD, President, Eastern Advertising, Inc., 
- 1806 Chantilly St., Richmond, Va. 

BLACKWOOD, JEROME C., Administrator, Ford Motor Company, 
34 Exchange Place, Jersey City, N. J. 

BRANDENBURG, C.W.C.L., Advertising Director, De Geillus- 
treerde Pers N.V., Stadhouderskade 85, Amsterdam, Holland 
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FARMERS OVERSEAS ? 


Y our farm market can be as wide and prosper- 
ous as the world! Now, many manufacturers of 
farm-use products enjoy a brisk export busi- 
ness. They depend upon two unique international 
magazines to reach leading ranchers, planters 
and commercial farmers. They use Agricultura de 
las Américas for its leading audited farm market 
coverage of Mexico, Central and South America. 


To generate sales in Africa, Asia, the Middle 
East and Oceania, the media choice is World 
Farming, also the leader in its field. Write today 
for informative Market and Media Folder. 


AGRICULTURA WORLD 
de las AMERICAS FARMING 
1014 WYANDOTTE ST., KANSAS CITY 5, MO. 
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BRENT, RALF, President, Worldwide Broadcasting Division, 
Metropolitan Broadcasting Corporation, 4 West 58th St., 
New York 19, N. Y. 

CANDEE, EDWARD D., Manager, Advertising & Public Relations, 
Cyanamid International, 30 Rockefeller Plaza, New York 
26, N.Y. 

CANUT, MARIANO BARDINA, Manager, Department of Adver- 
tising, A. Monerris Planelles y Cia. S.R.C., Reina Victoria 18, 
Jojona, Alicante, Spain 

CARAM, GUILLERMO, Latin American Director, Metropolitan 
Broadcasting, Worldwide Division, 1 East 57th St., New 
York 22, N. Y. 

CARROLL, PAUL L., Manager, Advertising & Sales Promotion, 
Goodyear International Corporation, Akron, 18, Ohio 

CLARK, ROBERT ELLSWORTH, Export-Import News, 6000 Sunset 
Blvd., Los Angeles, Calif. 

COLLIANDER, ROLF, Vice Executive President, AB Gothus 
Annonsbyra, Norra Allegatan 5, Gothenburg, Sweden 
CONNOR, PETER, Sales Promotion Dept., Reckitt & Colman 
(Africa) Ltd., Main Rd., Rosebank (Cape), South Africa 
CREMER, WALTER, Chief and Managing Director, International 
Trade Press Advertising, Smalandsgatan 36, Stockholm, 

Sweden 

DELMORE, WILLIAM JAMES, Account Supervisor, Ketchum Mac- 
Leod & Grove, Inc., 4 Gateway Center, Pittsburgh 22, Pa. 

DEL Pozo LOPEZ, MANUEL, Media Manager, Ruescas Publicad, 
Avda. Jose Antonio, 55, Madrid, Spain 

DE SALLES, ALINO, Managing Director, Correio da Manha S.A., 
Avda. Gomez Freire, 471, Rio de Janeiro, Brazil 

DONNELLY, EDWARD L., Media Manager, Marsteller, Rickard, 
Gebhardt & Reed, Inc., 1932 Oliver Bldg., Pittsburgh, Pa. 

DuKES, GEORGES P., Advertising Manager, Merck Sharp & 
Dohme International, 100 Church St., New York 7, N. Y. 

EDMONDS, PETER R., Vice President, International Director, 
Campbell-Mithum, Inc., 1300 Northwestern Bank Bldg., 
Minneapolis 2, Minnesota 

ENZER, MICHAEL J., President, Saxton Graphic Arts, Inc., 369 
Lexington Ave., New York 17, N. Y. 

FERNANDEZ-SHAW, CONCEPCION (MIss), Radio & TV Manager, 
Ruescas Publicidad, Avda. Jose Antonio, 55, Madrid, Spain 

FERRY, FRED M., Advertising, Alcoa International, Inc., Alumi- 
num Company of America, 1501 Alcoa Bldg., Pittsburgh 
13, Pa. 

FONCE, ROBERT CHARLES, Advertising Manager, Mediterranean 
& Middle East Area, The Coca-Cola Export Corp., Via Po 28, 
Rome, Italy 

FRANCOIS, MME. L. B., Présidente, Directeur-Général, Psycho- 
Publicité, 23 Avenue de Versailles, Paris, France 

GALE, LIONEL, Overseas Executive, Rank Screen Services Ltd., 
11 Hill St., London W.1, England 

GANGSTED, HENRIK FRODE, Manager, The Coca-Cola Export 
Corporation, Prinsesse Maries Alle 2, Copenhagen, Denmark 

GIESE, ROBERT WINSTON, Art Director, R. J. Dovale Adver- 
tising, Box 416, Curacao, N.W.I. 

GODDEN, EDWIN PERCY, Managing Director, Beecham Overseas 
Limited, Great West Road, Brentford, Middlesex, England 
GONZALEZ, FRED J., Export Manager, Bell & Howell Company, 

7100 McCormick Road, Chicago 45, IIl. 

GONZALEZ-YUNTA, CARLOS, Adjoint General Production and 
Relation Manager, GUBA Publicidad, Marques De Casa 
Riera, 4, Madrid, Spain 

GUERRA ZUNZUNEGUI, JOSE MARIA, Secretario-Consejero, Mo- 
vierecord, S.A., Martires De Alcala, 4, Madrid, Spain 

GUERROVICH, ERWIN LADISLAS, Advertising Manager, Khalil 
Fattal & Fils S.A.L., P.O. Box 773, Beirut, Lebanon 

HAMMARBORG, HANS BURGER, Manager, AB Svenska Tele- 
grambyran, 16 Rundelsgatan, Malmo, Sweden 

HANKARD, ANDRE MARIE, General Manager, McCann Erickson 
Co. S.A., 92, Chaussée de Charleroi, Brussels, Belgium 

HERDER, INGEMAR, Art Director, AB Gothus Annonsbyra, Norra 
Allegatan 5, Gothenburg, Sweden 

HILL, ROBERT ALLISON, Account Executive, The Mailograph 
Company, Inc., 39 Water St., New York 4, N. Y. 

HoEDT, ALEXANDER ERNST, International Advertising Manager, 
Polaroid Corporation, 119 Windsor St., Cambridge 39, Mass. 

HouwWAERT, MAURICE A., President, Office Technique de Publi- 
cité, S.A., 36, rue Ravenstein, Brussels, Belgium 

KALF, L., Director, International Business Contacts, Kleine 
Gartmanplantsoen 21 A.G. Building, Amsterdam, Holland 

KALMEIJER, G. M., Account Executive, Delamar, N. V., N.2. 
Voorburgwal, 278, Amsterdam, Holland 











KEENER, GRANT, Director of Creative Services, Bozell & Jacobs, 
Inc., 230 Park Ave., New York 17, N. Y. 

KENEALLY, JOSEPH V., Manager, Advertising Department, 
Union Carbide International Co., 270 Park Ave., New York 
17, &.. ¥. 

KENYON, MARSHALL F., District Manager, McGraw-Hill Inter- 
national, 500 Fifth Ave., New York 36, N. Y. 

KNAPP, CARLOS HENRIQUE, Branch Manager, Inter-American 
De Publicidade S.A., Rua S. Vicente De Paulo, 364, Sao 
Paulo, Brazil 

LARSEN, MARVIN NyYHuS, Region Advertising Manager, North- 
west Pacific Region, The Coca-Cola Export Corporation, 
P.O. Box 3177, Manila, Philippines 

LEQUETTE, DANIEL GERARD, Business Manager, Allardyce 
Palmer Europe, 10, rue Pergolese, Paris 16, France 

LINDELL, ELWwoop, Advertising Manager, Dresser Industries, 
Inc., P.O. Box 718, Dallas 21, Texas 

LINIAL, SHIMON, Director, Bing Linial Ltd., P.O.B. 4868, Haifa, 
Israel 

Lopez, PEREZ-MARIN GUILLERMO, Technical Director, Hijos 
De Valeriano Perez S.A., Juan Bravo, 46, Madrid, Spain 

LOWENHERZ, MAx G., President, Three Lions, Inc., 545 Fifth 
Ave., New York 17, N. Y. 

LUNDBERG, BENGT, Account Executive, Antoni & Genlin AB, 
Klara Vastra Kyrkogatan 7, Stockholm C, Sweden 

LUSHER, WILFRED H., Vice President and Account Supervisor, 
Marsteller, Rickard, Gebhardt & Reed, Inc., 1932 Oliver 
Bldg., Pittsburgh 22, Pa. 

MAnpRID, FRANCISCO LEON, Market Research Manager, Ruescas 
Publicidad, Avda. Jose Antonio, 55, Madrid, Spain 

MALCOLM, STUART F., Assistant Regional Manager, Motorola 
Overseas Corporation, 4545 West Augusta Blvd., Chicago, III. 

MARTINEZ, ARTURO JOSF, Jefe de Propaganda, Philips Argen- 
tina S.A., Vedia 3892, Buenos Aires, Argentina 

Mor!son, DONALD WILLIAM, Director of Marketing, American 
Machine & Foundry Company, 261 Madison Ave., New 
York 16, N. Y. 

MupDGETT, FRED A., Vice President, Advertising & Sales, Hertz 
American Express International, Ltd., 660 Madison Ave., 
New York 21, N. Y. 

OcHOA, RAUL R., Acting Director of Marketing, Miles Labora- 
tories Pan American, Inc., Elkhart, Ind. 

OvruM, GUNNAR, Advertising Manager, Flygts Pumpar, S. 
Benickebrinken 4, Stockholm C, Sweden 

PEREZ MATUTE, ALBERTO, Commercial Director, Ruescas Publi- 
cidad, Avda. Jose Antonio, 55, Madrid, Spain 

PHILLIPPE, CLAUDE CHARLES, Advertising Manager—France, 
The Coca-Cola Export Corp., 39, rue Cambon, Paris, France 

RIVIERE, ANTONIO, President, ARCO, S.A.—ARPON, Caspe, 
26, Barcelona, Spain 

SCHOTTLER, WALTER, Advertising Manager of Western Euro- 
pean Area, The Coca-Cola Export Corporation, 12, rue Bel- 
liard, Brussels, Belgium 

SELETTI, A. JACQUES, Managing Director, Regie International 
Inc., 610 Fifth Ave., New York 20, N. Y. 

SHERMAN, FRANCIS G. H., Account Executive, Director of 
Marketing, Penn & Hamaker, Inc., 20521 Cagrin Blvd., 
Cleveland 22, Ohio 

SJOGREN, MAGNus O., Advertising Manager, The Coca-Cola 
Export Corporation, Klippgatan 11, Stockholm, Sweden 

SMITH, CHARLES HEEBNER, Midwestern Manager, Vision, Inc., 
360 North Michigan Ave., Chicago, III. 

SODERSTROM, LENNART, President, AB Tornbloms Annonsbyra, 
Sveavagen 17, Stockholm C, Sweden 

SUAREZ GRANADOS, JACINTO, Art Director, Ruescas Publicidad, 
Avda. Jose Antonio, 55, Madrid, Spain 

RABELLO, GENIVAL DE Moura, Director, Empresa Journalistica 
PN, S.A., Rua Luiz de Camoes, 74, Rio de Janeiro, Brazil 

RHODES, PETER CHRISTOPHER, Managing Director, Allardyce 
Palmer Europe, 10, rue Pergolese, Paris 16, France 

TANNOUS, PAUL, Assistant General Manager and Public Rela- 
tions Officer, P.O. Box 773, Beirut, Lebanon 

VAN DIJK, FRANK JR., Director, Intermarco Ltd., N.A. Voor- 
burgwal 278-280, Amsterdam C, Holland 

VASCONCELLOS, OSCARINO, Diretor de Publicidade, Correio Da 
Manha, Av. Rio Branco 185, Rio de Janeiro, Brazil 

VAUTIER, JEAN FRANCOIS GEORGES, Président Publicité, J. F. 
Vautier S.A., 1, Boulevard Montparnasse, Paris, France 

ViLa MANE, ENRIQUE, Presidente del Consejo, Publicidad Vila, 
S.A., Avda. Gereral Franco, 250, Barcelona, Spain 

WABORG, BERTIL, Managing Director, AB Svenska Telegram- 
byran, N Hamngatan 40, Goteborg C. Sweden 





e Charles E. Robert has been promoted to area super- 
visor of all NORTHAM WARREN CORPORATION’S opera- 
tions in Europe. Martin H. Molema succeeds Mr. 
Robert as International Advertising Manager of the 
Stamford, Connecticut, cosmetics firm. 


G 


e Azia M. Atzil, President of Zurah Advertising Ltd., 
Tel Aviv, has been elected President of the ISRAEL 
ADVERTISING ASSOCIATION. 


G 


e Philip B. Gurvich, formerly account supervisor with 
Young & Rubicam International, has joined ROBERT 
OTTo & Company, INc., New York International 
Advertising Agency, as Assistant to the President. 


G 


e Warren Adams, formerly international advertising 
manager of Revlon, now account executive on Revlon 
International at WARWICK & LEGLER, INC., New 
York advertising agency. 


G 


e Clive Willcocks, formerly account executive, Gotham- 
Vladimir Advertising Inc., has joined the REMINGTON- 
RAND International Division of Sperry Rand Corp., 
New York, as advertising manager of office equip- 


ment. 
G 


e William S. Stockdale has been elected Vice Presi- 
dent of GRANT ADVERTISING, INC., New York. 


G 


e Lawrence C. B. Laurie now international advertising 
manager of Newsweek’s domestic edition. He was 
advertising director of Newsweek International, a post 
to which Preston Babcock has been transferred out 
of London. 

G 


e Alvaro Zuloaga, partner in Publicidad Ayra, Ltd. 
of Bogota, has been elected President of the CoLom- 
BIAN ASSOCIATION OF ADVERTISING AGENCIES, suc- 
ceeding Hellmuth Wild. 
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indian Advertising Council 


e The Advertising Council of India was founded on 
January 3 “for the development of advertising on 
sound lines.” Founder members are the Indian and 
Eastern Newspapers Society, the Indian Society of 
Advertisers, the Advertising Agencies Association of 
India, and the Indian Language Newspapers Associa- 
tion. 

Even before its inauguration, the Council had 
readied a code of ethics and the organizers hope that 
the participating individuals and companies will be 
bound by common ties through the desire to uphold 
the cause of advertising and improve its standards, 
with particular regard to the protection of the con- 
sumers’ interests. 

In the inaugural address, Dr. B. V. Keskar, Minister 
of Information and Broadcasting, pointed out that 
advertising in India had modelled itself mostly on 
western lines and should become Indian both in idiom 
and expression to be more effective. There had been 
a growing consciousness in the advertising profession 
itself that there had not been “much development of 
indigenous tradition in advertising”, and Dr. Keskar 
felt that the particular sense of beauty and artistry 
of national life should be utilized in making adver- 
tising more attractive and interesting. 

“We have in India a long tradition of art, of 
patterns of colour and form which are related to the 
genius of our people. It is necessary that this particular 
sense of beauty and the skill of our artists be utilized 
with modern techniques to make Indian advertising 
more attractive,” Dr. Keskar said. 

We are abstracting some of the remarks made by 
member Harish Chandra Jan, President of the Ad- 
vertising Association of India, at the Asian Adver- 
tising Congress in Tokyo last October. 

The advertising in India, aiming to reach the coun- 
try as a whole, has to overcome the formidable pro- 
gram presented by the multiplicity of languages. 
India has 14 official languages, besides 845 regional 
languages or dialects. Each of the 14 official lan- 
guages is spoken by millions. For example, as many 
people speak Telugu—one of the languages of the 
South—as there are people in the world who speak 
Dutch, Norwegian, Finnish and Swedish combined! 
Effective communicaton in all these languages is a 
problem. 

It is quite a problem for the advertising agencies 
in India to employ copy-writers specializing in each 
of the 14 official languages. But an agency must em- 
ploy at least two language copywriters — one for 
Hindi and the other for Tamil. Hindi, besides being 
the national language, lends to an easy adaptation 
in the North Indian languages and Tamil into the 
South Indian languages. 

As advertising grows in India, we need more and 
more trained advertising men. As it is, there are 
hardly any facilities for the education and training 
of future advertising executives. There are no insti- 
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tutions that provide courses in advertising. Maybe, 
some of the other Asian countries are facing similar 
problems. I have no doubt that the growth of adver- 
tising in any country would be greatly hampered 
for want of properly trained men. 

Asian advertising agencies will also have to organ- 
ize “Export Advertising.” I wonder if with the excep- 
tion of Japan, there is any other Asian country that 
is making any serious effort in this direction. As our 
industries grow and as we feel the need for building 
up our export markets, advertising agencies will be 
called upon to serve their respective clients in this 
sphere. 


1.Cc.c. Meets on Advertising 


e Following the request made by the Commission 
on Advertising of the International Chamber of Com- 
merce, a meeting specially devoted to advertising 
problems will be included in the Congress of the ICC 
which will take place in Copenhagen on May 24. Our 
fellow member and director, Sylvan M. Barnet, is 
planning to attend. 

The theme proposed for the Group meeting is 
“Topical advertising media”, and it is hoped that 
advertisers, advertising agencies and media owners 
will join in the discussion. The first subject “Television 
as an advertising medium” has already been agreed 
upon by the officers. “Advertising through coupons, 
premiums and prize competitions” has been tenta- 
tively proposed as the second subject. 





WITH THE AGENCIES 


e Marketing Center Company, Ltd., Tokyo, and Mar- 
kedsanalyse, Copenhagen, have joined Market Facts 
Roc International, Association of independent market- 
ing research companies. 


G 


e Dentsu Advertising, Inc., Japanese Advertising 
Agency, has moved its New York office to the Time 
Life Building in Rockefeller Center. 


G 


e Grant Advertising, Inc. has opened an office in 
Kuala Lumpur, Federation of Malaya. 


G 


e McCann-Erickson Corporation (International) and 
Hakuhodo Inc., the Tokyo Agency, have formed 
McCann-Erickson-Hakuhodo Inc. The new agency 
will offer advertising and marketing services in Japan 
to the clients of each parent company. 


G 


From Caracas, Venezuela, member Pedro Pluskal 
sends us an envelope he received from Publicidad 
Centroamericana of Tegucigalpa Honduras, which 
carries the slogan “Publicidad que hasta los Sordos 
y Ciegos oyen y ven” — “Advertising which even the 
Deaf and Blind can hear and see.” 
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HERE’S WHY... 


Subscriptions to THE AMERICAN AUTOMOBILE and EL AUTOMOVIL AMERICANO are only sold to and 
accepted from people who meet the circulation specifications set by each publication. Subscriptions from 
people we believe would not benefit from the editorial and advertising content of the magazine are declined. 


Expiration and renewal procedures established by the Audit Bureau of Circulations are a built-in device 
that continually purges the list. There’s even an unconditional, money-back guarantee to catch any unhappy 
subscribers before expiration. 

And still our circulation grows. Why? We believe the big reason is our editorial philosophy. When you 


want busy men to spend time and money on a magazine, you must deliver more business news, useful facts, 
deeper interpretation. 


This kind of editorial content attracts the kind of readers that count with advertisers ... the kind that want 
a magazine enough to pay for it. 


That's the only kind we have. 
The American , aa 
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McGRAW-HILL = 330 west 42nd STREET, NEW YORK 36, N. Y. 


HEADQUARTERS FOR WORLD-WIDE AUTOMOTIVE INFORMATION @hs BRANCH OFFICES IN ALL PRINCIPAL CITIES OF THE WORLD 


ALSO PuBLiSHERS OF FLEET OWNER 


McGraw-Hill Book Division publishes the Complete Auto Repair and Servicing Library including the Home Course Outline. 


* This symbol represents our membership in the Audit Bureau of Circula- 

tions, your assurance that our circulation facts are verified by inde t 

audit, measured by recognized standards, and reported in standardized 

reports. These audited facts, available without obligation to interested 

; . — a a basis for ——_ i “| rates, evidence of subscriber 

interest, facts on market coverage, and facts for appraising our circulation 
quality and editorial vitality. " . es fo, 


HALLMARK. OF CIRCULATION VALUE 








How Advertising... 
(continued from page 10) 


this guy has real possibilties as an ad man. I quote 
you his final summing up of his qualifications: “per- 
sonality ... prestige ... presentation . . . penetration 
... popularity ... priority ... prospection .. . plan- 
ning ... performance ... possibilties ... persuasion... 
power ... prospects ... psychology.” In short, he says 
that through practice, he has become a “progressive 
profits promoter!” 


Dealer Response 


I admit that letter is somewhat unusual, but honest- 
ly, we are stunned — and grateful — for the avalanche 
of correspondence we have received on the letterheads 
of prominent firms all over the world asking for the 
opportunity to become Hyster dealers . . . and enclos- 
ing one of our ads that prompted their inquiry. Mr. 
Hollis Connor, sales manager for our international 
division, headquartered in Peoria, Illinois, says he 
considers this an amazing response to advertising, 
especially since none of our ads makes any attempt to 
solicit such inquiries. 

We receive a constant stream of letters from people 
overseas who want to become employees of Hyster 
Company. Again, these letters are often accompanied 
by one of our ads. Mr. Connor tells me that the inter- 
national division considers such letters an excellent 
source of leads for people to man our overseas sales 
offices. As a matter of fact, at least two of our foreign 
sales representatives originally established contact 
with us through just such a letter. 


By-product Inquiries 


Our overseas advertising pulls in all kinds of things, 
including offers from inventors to purchase their 
brain-child, and solicitations from those who have 
patents and will allow us to use them on a fee basis. 

We recently got a letter from a contractor in Turin, 
Italy. He enclosed an ad showing one of our Hyster- 
Martin heavy equipment trailers hauling the world’s 
largest ditching machine. The contractor didn’t say 
one word about our trailer ... what he wanted to buy 
was the ditcher! 

All these offbeat experiences are balanced by a 
surprising number of case histories like this one: 

A clerk in a shipping office in Hong Kong clipped 
out our ad in Time featuring one of our 40,000 Ib. lift 
trucks handling a huge container for Alaska Steamship 
Company, in Seattle. He passed the ad along to his 
boss, and eventually it got to the assistant director, 
who called our dealer and expressed a desire to buy 
a similar truck. The dealer asked for, and obtained, 
permission to look over the operation. As a result, he 
recommended buying not one 40,000 lb. machine but 
nine units of 5,000 Ib. capacity. 

This order has been sold, and placed with our 
Nijmegen plant who will manufacture these nine 
diesel powered trucks and ship them to Hong Kong, 
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for a total of about $54,000 worth of business. In dis- 
cussing this with Hollis Connor, he put the capper on 
the story ... it looks like we may get an order for 
forty more of these trucks from this same customer 
soon. And it is Connor, not me, who points out that it 
all stemmed from a single advertisement. 


Response is High 


I started out by saying that Hyster Company has 
not had an international advertising program for very 
long. Actually, this is our second year of experimenta- 
tion with a formal, organized program of insertions in 
publications which reach our overseas prospects. To 
say we are pleased with the results is an understate- 
ment. We are delighted and a little incredulous at the 
response we have enjoyed in terms of increased recog- 
nition for our company as a world leader in the 
manufacture of lift trucks, tractor equipment, and con- 
struction machines ... and in direct, immediate results 
in the form of sales. 

The vice president in charge of our international 
operations, Mr. Frank Rostedt, says he is certain that 
our international advertising program has made an 
important contribution to the progress of his division. 


Advertising Pays for Itself 


As Hyster’s advertising manager, I can only say 
that from all reports we get from the field, our inter- 
national advertising is certainly paying its own way. 
That’s good enough for me, and I am sure any adver- 
tising manager in the audience would be grateful, as 
I am, for such positive assurance of the value of 
advertising. 

In attempting to analyze the situation, I have found 
several factors which seem to be at odds with the 
thinking of a lot of people regarding overseas adver- 
tising. 

In the first place, our overseas advertising which 
originates in the U. S., is not designed specifically for 
that purpose. For the most part it consists of ad plates 
that have previously run in the United States in our 
domestic campaigns. All of the photographs, with the 
exception of a couple of ads for EJ Embotellador in 
South America, are pictures showing our machines in 
action in U. S. locations. 

For Central and South America, we have the copy 
translated into Spanish or Portuguese, and on the 
continent our Nijmegen office translates the copy into 
German, French, Dutch and Swedish for various 
regional books. But the big majority of our overseas 
advertising runs in English, just as it originally ap- 
peared here in the U. S. A. We simply change the logo 
to reflect the signature and the address of our inter- 
national division in Peoria, Illinois. 

At our Portland, Oregon headquarters, we produce 
sales literature and direct mail pieces for domestic 
use. These same pieces, in English of course, are 
offered to our overseas dealers. They ask for more 
than 200,000 pieces a year. If translation is necessary, 
it is usually done overseas by the dealer or the local 








Hyster operation, using our lithograph negatives. 

One wonderful result of this method is that our 
advertising has the same look all over the world, no 
matter where you see it. This is a real advantage since 
so many of our customers travel from country to 
country, or have operations in various spots around 
the globe. All these impressions add up to the strongest 
possible identity per advertising dollar. 


“Speak American” 


Most of our ads are American ads. They look 
American, and they speak American. At first this 
seems like a disadvantage, and sometimes I am sure 
that it is. But we have found that people overseas, at 
least the people we want to influence, look for Ameri- 
can advertising, understand it, and like it. They will 
frequently read our American ads in English before 
reading editorial matter in their own language. 

People overseas believe in the power of advertising, 
far more so than their counterparts in America. It 
seems to me that, internationally speaking, advertising 
stands now about where it stood in America during the 
early 30’s. People overseas believe that advertising, 
particularly American advertising, speaks the truth. 
They believe in the effectiveness of advertising, and 
to them it has a real and honest value. 


In other words, I believe that, overseas, advertising 
is being given another chance to live up to its great 
potential as a powerful force for creating sales. And I 
further believe that as long as we, all of us, continue 
to tell the truth, and sel] the truth overseas, adver- 
tising will continue to be powerful and effective re- 
gardless of the language in which it is written. 


Remarks by 
MANUEL J. PEREZ 


e It has been my good fortune to be connected during 
the past 25 years with a company that believes firmly 
in advertising — both domestic and international. In 
that period, total company sales have grown to over 
fourteen times what they were in 1935. International 
sales have grown from practically nothing in 1935 to 
very close to 20 percent of total company sales in 
1960. There is no doubt in my mind that without 
advertising this growth in sales could not have been 
achieved. 

In the brief time allotted to me, I want to present 
to you a couple of case histories showing how adver- 
tising has helped to expand our international business. 

The first one goes back to 1952, when we were 
faced in Mexico with the entry into the market of an 

(continued on next page ) 





HOW TO GET 


ONE YEAR’S ADVERTISING 


The September issue of Latin America’s hospital 
journal is published, every year, as a Buyers’ Guide 
and product directory. It lists the major products 
bought by hospitals and tells where to buy them 
in each Latin American market. 


Consequently, that issue is kept by the people 
responsible for hospital purchasing and used as a 
reference throughout the year. Advertising in it is 
seen and seen again. It is a tremendous producer 
of usable inquiries. 

Hospitals account for an enormous volume of all 
kinds of business. They serve 12,000,000 meals a 
day; wash tons of laundry. They buy everything 
from building and maintenance supplies through 





FOR ONE MONTH'S COST 


medical products to air conditioning and recrea- 
tional equipment. 

In Latin America, 54.5% of the hospitals are gov- 
ernment owned. They and the other 45.5% have a 
high priority for dollars wherever controls are in 


effect. 


To reach them all year long, reserve space now 


in the Buyers’ Guide issue. It closes June 23. 


HOSPITAL 


PANAMERICAN 





Publishing Co., Inc. 


Avenue, New York 18, New Yor 
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In Latin America 
3 OUT OF 5 SALES 
TO INDUSTRY 


are made fo textile mills 


Dominating the industrial scene from Mexico to 
Argentina are Latin America’s 4,182 textile plants, 
producing the clothing, accessories, and household 
linens for 180,000,000 people. Production of tex- 
tiles is the most widespread and diversified manu- 
facturing operation in the area with the highest 
total of employment. 


Latin America’s first textile business magazine is 


TEES 


PANAMERICAN 
Publishing Co., Inc. 





570 7th Avenue, New. York 18, New York 





iUNA HORA al mes 
¢ para estar al dia! 


AMERICA 
CLINICA 


AN HOUR a month 
to keep up to date... 
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that’s one reason why so many busy doctors have 
read this journal regularly for the past 21 years. 


PANAMERICAN 





Publishing Co., Inc. 


‘570 7th Avenue, New York 18, New York 
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imitation of our main product. Prior to this event, we 
had been able to develop sales gradually and had a 
fairly profitable operation. The company that launched 
the imitation was a powerful one, with its own local 
factory and sales force. We, on the other hand, were 
exporting from the U. S. and were operating through 
a Mexican sales representative. To be able to stay in 
the market we were forced to make two important 
decisions: 1) to manufacture locally, and 2) to invest 
heavily in advertising in order to meet the fantastic 
campaign of our competitor. Luckily for us, both de- 
cisions proved to be right. 

Looking back at this particular case history, we can 
say that what happened was that the substantial ad- 
vertising, expanded the market for our type of product. 
We were fortunate in getting and retaining approxi- 
mately 90 per cent of the total market. 


Television Effective in Britain 


The second case history takes us back to the start 
of commercial television in Great Britain, the latter 
part of 1956. Our own television campaign started in 
October of that year and with a very modest invest- 
ment, we were able to stay in it for a few months. 
Following the initial campaign we decided to stay out 
of television during part of the winter, as well as the 
spring and summer of 1957, but went back into this 
medium in October of that year and have stayed in 
it ever since, with wonderful results. 

In connection with our initial television campaign 
in Great Britain, it is interesting to note that the first 
commercial we used received unfavorable publicity 
from a leading advertising journal, because it could 
be identified as an American film, with a British voice 
dubbed in, which showed such silly things as: a) a 
precocious character by the name of SPEEDY, b) a 
modern American kitchen, with which the average 
British housewife is not familiar, and c) a water cooler, 
practically unknown in Great Britain. A letter from 
our Managing Director in regard to this unfavorable 
publicity confirmed the fact that the water cooler was 
almost unknown in Great Britain and made the state- 
ment, “we generally use something better than water, 
though it may not be so cooling!” 


American Commercials Are Well Liked 


At an early stage in this television campaign, we 
pre-tested some American commercials, with British 
voice dubbed in, and much to our surprise, discovered 
that those commercials were liked by the audience 
and quite often preferred to locally made commercials. 
We also found out that the SPEEDY character was 
extremely well liked. 

The two case histories I have cited clearly indicate, 
in my opinion, that advertising has played a very 
important part in the growth of our international 
business. In the proprietary industry, for healthy sur- 
vival and growth, advertising is a must . . . without it, 
I am convinced that our businesses would just wilt 
and die. 
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Soundest 
Advertising 
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DE SPAARNESTAD 
WEEKLY MAGAZINES IN: 


THE NETHERLANDS : 
Panorama 
Katholieke Illustratie 
Libelle 
Beatrijs 
Rosita 
BELGIUM & LUXEMBOURG: 
Panorama 
(Flemish and French) 
Libelle 
(Flemish and French) 
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(Flemish) 


Les Bonnes Nouvelles 


(French) 
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A PICTURE is worth a thousand words. WHY? 


One reason: a picture conveys its mes- 
sage instantly, pointedly. 

Another reason: a picture leaves a 
lasting impression, so that it pays 
dividends to the advertiser long after 
its appearance. 


These dividends are highest when the 
picture appears in a magazine, be- 
cause there it is brought right up 
close to the consumer - into his hands-, 
and there it enjoys repeated exposure— 
as often as he leafs through the ma- 
gazine —, and there, too, it enjoys high 
quality reproduction. 


GERALD P. WEEREN, U.S. Representative,De Spaarnestad Publishers (Holland & Belgium) 
55 West 42 Street. New York 36, N.Y. 


NAME :......... 
oe 
ADDRESS : 


In the BENELUX countries (BElgium, 
NEtherlands, LUXembourg) the best 
media for your pictorial advertising are 
the illustrated weekly magazines pu- 
blished by De Spaarnestad. 

These versatile rotogravure magazines 
afford fine color reproduction (and of 
course black-and-white also), and they 
are seen each week by 7,000,000 people 
in the prosperous BENELUX market. 
For a complimentary folder containing 
samples of effective “picture advertising” 
in De Spaarnestad weekly magazines, 
mail this coupon to: 
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e According to a study made for 
Vision by Rome Research, adver- 
tising investment in U.S. export 
media rose 8.6% last year over 
1959. It is significant of the trend 
in world trade expansion that ex- 
penditures by US manufacturers 
in these media rose less than 1% 
while British advertising increased 
29%, European 58% and Japanese 


78%! 
G 


e The AsIA MAGAZINE, a new 
English-language journal to be 
distributed to over 600,000 read- 
ers a week as a supplement of 
major English-language news- 
papers throughout the Orient, will 
be launched in October. Editor 
Norman Soong calls it “the first 
magazine in this area created ex- 
clusively by Asians, for Asians and 
about Asia.” 

Publication headquarters will be 
in Hong Kong, sales offices have 
been opened in Tokyo, London, 
Frankfurt and at 210 East 58th 
Street in New York. 


G 


e Areadership survey of the Dutch 
and Belgian magazines Panorama, 
Katholieke Illustratie, Libelle, Bea- 
trijs, and Rosita is available from 
their US representative G. P. Wee- 


a complete service of Spanish trans- 
lations, typesetting and printing. 


G 


e MANAGEMENT METHODS has 
just published its first edition in 
Germany, under the name FUHR- 
UNGSPRAXIS (Leader’s Methods), 
produced in Baden-Baden by the 
Goller publishing house, leading 
publisher of business and technical 
magazines. Editor-in-Chief is Heinz 
Scharfenberg. 

Like its American counterpart, 
the German edition goes only to 
presidents and other top managers 
of leading businesses and it is cir- 
culated by subscription only, cost- 
ing 60 Deutsche Marks (about 
$15.00) a year. 


G 


e The “Top Five” group of busi- 
ness and financial papers in the 
European Common Market, com- 
prising 24 ORE, Italy; La Vie Fran- 
caise, France; La Métropole, Bel- 
gium; Elseviers, Holland; and Han- 
delsblatt, West Germany have 
adopted a combined rate of $3.50 
per agate line. A single order for 
advertising to appear simultaneous- 
ly in the above newspapers may 
be placed in the U.S. through Euro- 
pean Media Representatives, Inc., 


1475 Broadway, New York. 


THROUGH CAREFULLY SELECTED CIRCULATIONS. 


COVERING: Exploration — Drilling — Producing — Field Processing — 


REACH THE BUYING AND SPECIFYING 


ren, 55 West 42nd Street, New L 
York. 
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e The first Spanish-language buy- 
ers’ guide ever published for the 
graphic arts industries of Latin 
America will be issued in August, 
1961 by Graphic Magazines, Inc., 
Garden City, N.Y.iThis company, 
which publishes in Spanish the 53- 
year-old quarterly El Arte Tipo- 
grafico, will issue the new GUIA DE 
PROVEEDORES 1961 as an extra 
issue, making a total of five issues 


in 1961. 
G 


e AGRICULTURA DE LAS AMERICAS, 
Kansas City, Missouri, now offers 


MAY 1961 


e Beginning with the October 1961 
issue, Reader’s Digest will offer 
three “splits” of its Caribbean edi- 
tion. One will cover Puerto Rico 
alone, one will reach the Domini- 
can Republic, Guatemala, Hon- 
duras, El Salvador, Nicaragua, 
Costa Rica and Panama, in addi- 
tion to Puerto Rico, and the third 
will cover these eight countries plus 
Venezuela, Colombia, Ecuador and 
Peru. 

All three editions will be printed 
in Miami, supervised by Cuban 
experts who formerly operated the 
Digest owned equipment in Ha- 
vana. 
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ADVERTISERS... 
AGENCIES... 

MEDIA... 


Five years of research have gone into the prepara- 
tion of this manual which is designed to present 
the basic precepts of International Advertising 







Standards and Practices. This is a final pins 
compilation, based on the original draft Oa 
which was previously circulated to all I NT 


IAA members and on their comments 
and suggestions. 


From the Table of Contents: 


Advertisers: Code for advertisers; functions 
of an advertising department; fixing 
advertising responsibilities. 


Agencies: Full agency service; agency stand- 
ards and practices; suggested forms. 


Media: Newspapers — General Audience and 
Business Magazines — Transportation 
and Outdoor Advertising — Films and 
Slides. Standards of Production; rate 
card provisions; efficient handling of 
advertising orders and materials. Media 
Representatives. 


Market and Data Research: Outline 
of Presentation of Basic Data 
by all media. 








INTERNATIONAL ADVERTISING ASSOCIATION, INC. 
Hotel Roosevelt, 45th & Madison Ave., New York 17, N. Y., U.S.A. 


Whether you are a novice in Gentlemen: 


the international field or a 
seasoned veteran, this man- 
ual will be of value to you. 
Price $25.00. Special Price 
to IAA members $5.00. 


Please send me my copy of INTERNATIONAL ADVERTISING 
STANDARDS AND PRACTICES. Enclosed is $ 


SPECIAL PRICE FOR IAA MEMBERS $5.00 
C1 Please send information on membership in the IAA 
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Costa Rica 
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New! 


Edition. 


regional editions of 
Selecciones in the Caribbean area 


Now, in the Caribbean, you can use one of the great 
new advantages of modern advertising: regional 
editions of a best-selling, high-prestige magazine. 
Selecciones del Reader’s Digest now offers the three 
editions mapped above. Choose the coverage that 
fits your distribution best and reach upper- 
income, better-educated buyers, with quality 
advertising: 


CARIBBEAN EDITION #1: Original Selecciones 
Caribbean edition (now 11 years old). Unmatched 
value when you sell widely. Quality circulation of 
390,000 in the 12 countries covered. Three times 
more than the second-place international maga- 
zine. Even more, in each country, than the two 


largest locally published magazines combined. 
Rates unchanged. 


CARIBBEAN EDITION #2: New... starting 
October! Pinpointing the eight “dollar export” 
countries. You get 110,000 high quality Selecciones’ 
circulation in this $3.9 billion market. 


PUERTO RICAN EDITION: New... in Octo- 
ber! Buy Selecciones’ 55,000 circulation separately. 
And, at last, quality color printing in a magazine 
covering this booming market alone. 


All over the free world people have faith in 


eaders Digest 





Caribbean Edition # 





